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What is corporate social responsibility? How do Hong 
Kong Companies interpret this concept? How responsible are 
they socially? This project aims to answer the above 
questions by conducting a survey of Hong Kong companies to 
seek their interpretation on the concept, their views on the 
various aspects within the concept and their answers to 
specific questions on what actions they have taken to make 
their companies more socially responsible. 
The results of the survey indicated corporations have an 
awareness of corporate social responsibility issues. Apart 
from the economic responsibility that corporations had to 
generate profits for its stakeholders, management considered 
higher levels of social responsibilities such as legal, 
ethical and philanthropic issues equally important. 
Compared to the good intentions of the management to be 
more socially responsible, corporations are doing rather less 
in practice. Management perceived that they would not receive 
strong support from customers in creating a more socially 
responsible corporation and thus may explain the gap between 
management * s ideal and actions. 
Comparisons were made to determine whether there was any 
difference between response of top and middle management. In 
most cases, the response did not differ but in the area of 
perceived customer support on social actions, the two 
management levels had the biggest difference in response. 
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When future historians start writing about late twentieth 
century, the 90 *s could well be remembered as the decade of 
the environment. Everybody becomes very concern about 
environmental problems and how we could tackle this problem. 
The general public begins asking companies to minimise 
pollution, reduce the use of natural resources, cutting waste 
and produce products that can be reused or recycled. In order 
to survive, businesses find that they not only have to work 
with the business environment, they also have to work with the 
natural environment. 
What is the public calling for? Does it mean that 
from now on, companies are expected to do more than just 
providing good returns to shareholders? Apart from 
environmental protection, what social responsibility will be 
expected of companies in the future? What defines corporate 
social responsibility? 
Definition 
Consensus has not been reached on the precise meaning of 
corporate social responsibility (CSR) or on the degree to 
which business have obligations to society. Keith Davies 
suggested that CSR refers to "business decisions and actions 
taken for reasons at least partially beyond the firm's direct 
1 
economic or technical i n t e r e s t . * 
Eells and Walton defined CSR as "problems that arise when 
corporate enterprise casts its shadow on the social scene, and 
the ethical principles that ought to govern the relationship 
between the corporation and society. 
For the purpose of this project, the authors defined CSR 
as the degree to which a company perforins activities that 
benefit society beyond the extent required to serve the direct 
economic or technical goals of the company. 
By using this definition, what is the proper role of 
corporations in the society? What is corporations‘ 
responsibility to the society? Corporate executives, 
academics, scholars, and the general publics have been 
struggling to find a satisfying answer to these questions. 
Although there is no one common answer, there are many 
different views on this interesting issue. 
Classical View 
The classical view holds that business should not assume 
any social responsibility; its sole purpose of existence is to 
maximize profit for its owners or shareholders. This view 
conceives business as a solely economic entity. Milton 
1 Keith Davies, "Can Business Afford to Ignore its 
Social Responsibilities?" California Management 
Review (2.3. 1960), p. 70 
2 Archie B. Carroll, "The Pyramid of Corporate Social 
Responsibility: Toward the Moral Management of 
Organisational Stakeholders", Business Horizons, 
(July/August 1992), p. 39 
2 
Friedman, the famous economist, strongly supports this view. 
In his article "Capitalism and Freedom", he argues that 
there is one and only one social responsibility of business -
to use its resources and engage in activities designed to 
increase its profits so long as it stays within the rules of 
the game, which is to say, engages in open and free 
competition, without deception or fraud •••• few trends could 
so thoroughly undermine the very foundations of our free 
society as the acceptance by corporate officials of a social 
responsibility other than to make as much money for their 
stockholders as possible. This is a fundamentally subversive 
doctrine 
Contemporary View 
Followers of this view believe that business is 
responsible to help maintain and improve the society's overall 
welfare; it is a member of the society. Keith Davies is a 
strong advocate of this view. 
In 1960, Keith Davies suggested that social 
responsibility refers to business‘ decision and action taken 
for reasons at least partially beyond the firm's direct 
economic or technical interest^. His view can be summarised 
in terms of the following five propositions: 
3 Milton Friedman, Capitalism and Freedom. Chicago, 111: 
University of Chicago Press, 1962, p. 133 
“ Archie B. Carroll, "The Pyramid of Corporate Social 
Responsibility: Toward the Moral Management of 
Organisational Stakeholders" Business Horizons, 
(July/August 1992), p. 39 
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1. Social responsibility arises from social power. 
2. Business shall operate as a two way open system with open 
receipt of inputs from society and open disclosure of its 
operations to the public. 
3. Both the social costs and the social benefits of an 
activity, products or service shall be thoroughly 
calculated and considered in order to decide whether to 
proceed. 
4. Social costs related to each activity, product, or 
service shall be passed on to the consumer. 
5. As citizens, business institutions have the 
responsibility to become involved in certain problems 
that are outside their normal areas of operation. 
John Mahon and Richard McGowan favoured W.C. Frederick's 
view on CSR; that the fundamental idea of CSR is that business 
executives have an obligation to work for social betterment.^ 
The management oversee the operation of an economic system and 
they should make sure that human and natural resources are 
utilized for broad social ends and not simply just to make 
profits for the company. 
Practical View 
There are many scholars, executives or community leaders 
who believe that CSR is not a clean cut black and white issue. 
5 John F. Mahon & Richard A. McGowan, "Searching for the 
Common Good: A Process-Oriented Approach", Business 
Horizons, (July/August 1992), p. 79 
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Their views lies somewhere between the classical view and 
contemporary view and it would be called the practical view. 
This view believes that corporation should tackle social 
issues when the issue affects the operation of the business. 
For example, oil and chemical companies should be involved 
with environmental issues and insurance company should support 
workers to campaign for safer working environment. Business 
has a role in terms of addressing social issues, but it should 
not be motivated by the desire to solve social problems. 
In 1971, the Committee for Economic Development in the 
United States used a three concentric circles approach to 
depict CSr6. The inner circle included basic economic 
functions - growth, products and jobs. The intermediate 
circle suggested that the economic functions must be exercised 
with a sensitive awareness of changing social values and 
priorities. The outer circle outlined newly emerging and 
still amorphous responsibilities that business should assume 
to become more actively involved in improving the social 
environment• 
The practical approach combined the firiti' s economic 
orientation with its social orientation. A company should be 
socially responsible if it is economically beneficial. Table 
1 summaries the major arguments for and against corporate 
social responsibility. 
6 Archie B. Carroll, "The Pyramid of Corporate Social 
Responsibility: Toward the Moral Management of 
Organisational Stakeholders", Business Horizons, 
(July/August 1992), p. 40 
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FOR CORPORATE SOCIAL RESPONSIBILITY 
1 . It is in the best interest of business (good 
marketing tool)• 
2. CSR can be profitable. 
3. Self regulation is better than government 
regulation. 
4. Good public image. 
5. It is the ethical thing to do. 
6. Social norms require it. 
AGAINST CORPORATE SOCIAL RESPONSIBILITY 
1. It violates principle of profit maximisation. 
2. It might be illegal. 
3. It is not demanded by shareholders or the general 
public. 
4. It would make business too powerful. 
5. It would dilute business' primary interest. 




OBJECTIVES OF THE PROJECT 
Background of Hona Kona Companies 
Hong Kong companies, no matter locally owned or backed by 
foreign capital, are well known for their ability to be 
competitive and to generate profit. On the other hand, Hong 
Kong government has low involvement in providing social 
benefits and welfare for the society at large. Corporations 
are seldom required by law to contribute its resources to 
society. 
It is, therefore, interesting to find out whether 
corporations in Hong Kong are as profit oriented as they are 
well known for, or whether they are aware of CSR and their 
current involvement in this area. 
Empirical Studies of CSR 
The authors are not aware of any empirical studies in CSR 
awareness undertaken by academics in Hong Kong and hence this 
is not a fully explored area. Little is known about how much 
Hong Kong companies understand the concept of CSR. 
This project explores the awareness of Hong Kong 
companies on the issue of corporate social responsibility. 
The authors set out to understand how Hong Kong companies 
would define corporate social responsibility and attempt to 
7 
ascertain under what circumstances would these companies 
consider participating in creating a "common good" within the 
society. 
The study aims to obtain an unprejudiced view from the 
surveyed companies of their knowledge of CSR and also verify 




Archie Carroll suggested that there are four kinds of 
social responsibility that constitute total CSR; economic, 
legal, ethical and philanthropic/ These components of CSR 
can be depicted as a pyramid and is illustrated in figure 1. 
His view on CSR would be classified under the practical view. 
On the bottom of the pyramid lies economic 
responsibility. Carroll argued that all other business 
responsibilities are predicated upon the economic 
responsibility of a company. This is the most fundamental 
obligation of business and it is the foundation upon the 
pyramid is based. 
The law determines whether activities carried out by 
corporation are acceptable to the society so it is next up on 
the pyramid. As a partial fulfilment of the "social contract" 
between business and society, firms are expected to pursue 
their economic missions within the framework of the law. 
Legal issues are depicted as the next layer on the pyramid to 
reflect the historic development of business law. Ethical and 
philanthropic responsibilities lie on the top two layers of 
the pyramid. Generally, only when a company has a solid 
7 Archie B. Carroll, "The Pyramid of Corporate Social 
Responsibility: Toward the Moral Management of 
Organisational Stakeholders", Business Horizons, 
(July/August 1992), p. 40 
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/ Philanthropic \ 
/ Be a good corporate citizen \ 
/ Ethical \ 
/ Do what is right, just and fair \ 
/ Legal \ 
/ Obey the law \ 
/ : \ 
/ Be profitable \ 
Figure 1 The Pyramid of Corporate Social Responsibility 
foundation on its economic and legal responsibilities that it 
will extend its resources to tackle its ethical and 
philanthropic responsibilities. 
The key elements of the four components are listed below: 
Economic Component 
1. Maximize profits for shareholders. 
2. Be competitive in your business. 
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3. Maintain high level of operating efficiency. 
Legal Component 
1. Be a law abiding citizen. 
2. Comply with government regulations. 
3. Provide goods and/or services that meet legal 
requirements. 
Ethical Component 
1. Perforin in manner consistent with expectation of society. 
2. Do what is morally correct. 
3 . Corporate integrity and ethical behaviour go beyond mere 
compliance with the law. 
Philanthropic Component 
1. Provide financial assistance to charity and education. 
2. Employers should participate in community activities. 
3. Improve the quality of life in the community. 
The authors found that this line of thinking is very 
similar to the general business atmosphere in Hong Kong; 
companies here are well known for their ability to generate 
profit. Therefore this pyramid approach was adopted in 





In order to collect data on the CSR awareness of Hong 
Kong companies, it was decided that a questionnaire should be 
sent out. 
The designed questionnaire was divided into four 
sections. Section one asked the respondents the amount of 
foreknowledge they had on CSR and what they considered as CSR. 
It also inquired as to how, where and when the respondents 
first encountered this concept. 
Section two posed a series of questions based on our 
understanding of CSR and investigated the respondents‘ view 
towards various aspects of CSR. It also collected information 
from the companies to see if they are currently donating money 
or providing voluntary services to education, charity and 
community projects, and if they are employing disabled persons 
in their organisations. 
Section three of the questionnaire asked the respondents 
to determine the policies they would adopt as managers of the 
company. The questions required them to determine whether 
certain issues are of importance when they make their 
management decisions in formulating corporate policies. The 
respondents were also required to speculate as to whether 
their customers will support their efforts in being more CSR 
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conscious on four practical issues. 
The last section gathered general background of the 
responding companies in terms of size, type of business, and 
nationality. It also enquired into the position of the 
respondent within the company. 
The questionnaire was set out in the described format to 
achieve the following purpose: 
o to define what is considered to be CSR by Hong Kong 
companies； 
o to determine how long they have been aware of such a 
concept; 
o to what extent do the respondents view CSR as applicable 
by using the pyramid concept of CSR in terms of economic, 
legal, ethical and philanthropic responsibilities; 
o to gather data as to how many companies are participating 
in actions in line with a CSR conscience; 
o to introduce certain aspects of CSR which may be novel to 
the respondents and ask them to speculate on the result 
if such actions are implemented. 
The questions in the questionnaire was set out in such an 
order to minimize possible bias the surveyors may have towards 
the definition of CSR as literature on the subject have 
different points of view as to what should be included as CSR. 
It was important not to provide any definition to the 
respondents when the questionnaire was being drafted since 
there was no known empirical study in Hong Kong on this topic 
13 
and that the surveyors were not aware of the level of prior 
knowledge the respondents have regarding CSR. 
Pilot Run 
Ten questionnaires were sent out to friends of the 
authors in January 1993. The purpose of the pilot run was to 
use this experimental group to find out if they understood the 
questions in the questionnaire. Upon receiving the results of 
the pilot questionnaire, it was discovered that the 
experimental group encountered difficulty in several questions 
related to corporate policy. These questions were 
reconsidered and rephrased in the final version of the 
questionnaire so that previous misunderstanding on the meaning 
of the questions can be minimized. 
Distribution of Questionnaire 
After the questionnaires were amended pursuant to 
suggestions made by the pilot-run respondents, copies were 
sent to 114 companies in Hong Kong. Out of the questionnaires 
sent, 68 responses were received. 
The design of the questionnaire confined the respondents 
to give specific preference on each questions. However, some 
respondents failed to reply certain questions which caused the 
population of answers to drop. However, this did not affect 
the analysis since percentage were used for analysis in most 
cases. 
14 
The results of the questionnaire were regrouped so that 
they can be analyzed under the pyramid model. However, a 
conscious effort was made in the questionnaire lay out to 
intertwine the four types of questions so that the respondents 





The company profile of the respondents in terms of their 
size, nationality and types of business is shown in Table 2: 









Manuf actur ing 16.2% 
Financial Services 13.2% 
Others 13.2% 
Engineering 8.9% 
Food & Beverage 7.4% 
Building & Construction 5.9% 
Total 100.0% 
Countries 







Table 2. Corporate Profile 
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The respondents are mostly either large companies or 
small organization, with only 22.1% of respondents coming from 
medium size firms with employees ranging from 51-200. 
Business sectors of the respondents are fairly evenly 
distributed among professional (17.6%), trading (17.6%) and 
manufacturing (16.2%) sectors, followed by the financial 
services sector (13.2%). This ensures that the results 
obtained has a broad industry mix so that the analysis will be 
more representative. Other types of business that responded 
to the questionnaire include computer consultants, advertising 
agency, public relations firm, property and utility companies. 
In terms of nationality, 72.1% of the respondents are 
Hong Kong companies and the remaining companies are owned by 
various foreign concerns. 
Interpretation of CSR 
The respondents were asked to give their interpretation 
of CSR. Nine aspects of which were set out for their 
reference and they were given the opportunity to specify any 
other aspects they considered as CSR. None of the respondents 
added other aspects of CSR in their reply and it is assumed 
from this results that the authors ‘ understanding of CSR was 
similar to that of the respondents. 
The results as illustrated in Table 3 indicated that 
environmental protection (91.2%) was the most familiar aspect 
of CSR to the respondents. This might have been due to the 
encouragement by the Hong Kong government and various other 
17 
Definition Number Percentage Agreed ^ 
Environmental Protection 62 91.2 
Employment of physically 55 80.9 
handicapped but capable 
persons 
Donations to educational and 51 75.0 
charitable Organisations 
Behaving ethically 44 64.8 
Improving the welfare of 41 60.3 
workers 
Maintaining a moral Standard 40 58.8 
Sex or racial discrimination 25 36.8 
Addressing social problems 19 27.9 
Involving in political issues 7 10.3 
Table 3. Respondents丨 Interpretation of CSR 
voluntary organisations in support of environmental 
protection. Employment of physically handicapped but capable 
persons (80.9%) and donations to charitable organisation (75%) 
were also high in their ranking of CSR. More conceptual 
aspects such as behaving ethically (64.8%), maintaining a 
moral standard (58.8%) and addressing social problems (27.8%) 
attracted less agreement compared to the more specific issues. 
Improving the welfare of workers was considered as part 
of CSR by 60.3% of the respondents. It could be interpreted 
that some employers did not view the work place environment as 
CSR since they have already paid wages to their workers. 
Only 3 6.8% of the respondents considered sex or racial 
18 
discrimination as CSR. This area of CSR consciousness was 
perhaps less significant in Hong Kong as compared to United 
States and EEC countries. Hong Kong companies are still 
legally allowed to place job advertisements with sex, age and 
racial specifications while this practise is forbidden in many 
western countries. 
Moreover, only 10.3% of the respondents agreed to the 
notion that involving in political issues is part of CSR. 
This probably reflected the usual practice of Hong Kong 
companies to separate themselves from politics. They believed 
that being politically neutral was a sound business policy. 
Introduction of CSR 
It was found that CSR is a fairly new concept to the 
respondents. 50.8% of the respondents first got to know the 
concept in the 1980丨s and a further 26.2% came to know it 
during the 1990's as shown in Table 4. 
This pattern of response is somehow expected and can be 
explained using the pyramid model. Most Hong Kong companies 
were still in their infant stage in the 70's, so economic 
responsibility took precedent over any other responsibilities. 
In the 80's, the companies became more solid financially and 
they could afford to allocate their resources to the other 
three constituents of CSR. This explains why most of the 
respondents first heard of CSR in 80's and 90丨s. 
56.6% of the respondents first came to know about CSR 







1990 * s 26.2% 
Source 
Newspaper 35.0% 
Magazines and Books 21.6% 
Work Environment 10.0% 
Friends and Relatives 8.3% 
Lectures and Exhibitions 6.7% 
TV Advertisements 6.7% 
General Awareness 6.7% 
Others 5.0% 
Table 4. First Contact with CSR 
respondents came to know about CSR from work environment. 
Since CSR is a concept that was evolved from academics, it was 
not surprising to find out that most respondents first 
contacted this topic from more formal channels. The results 
also indicated that 35% of the respondents first heard of CSR 
from newspaper. In comparison, only 21.6% of respondents got 
to know CSR from books and magazines. This showed that 
newspaper had a more significant role in distributing current 
affairs and other issues to the public than other two types of 
media. 
Less formal channels such as friends and relatives and TV 
advertisements accounted for 15% of respondents, first contact 
with CSR. TV advertisement attracted a much lower percentage 
than one would expect because CSR was started to get promoted 
in recent years. The promotion agencies would normally be non 
profit oriented and might not have placed the advertisement in 
20 
prime time television. One would suspect that the channel of 
cominunication for a socially conscious concept would not be 
through expensive media means such as TV but through less 
expensive channel such as newspaper. 
Since the vast majority of the respondents interpreted 
environmental protection and employment of physically 
handicapped but capable persons as CSR, it would appear that 
such were the issues respondents came into contact through 
printed media like books, magazines and newspapers. 
Extent of CSR Knowledge 
The respondents were asked if they had heard of the term 
CSR before and 75% gave a positive reply to this question. 
However, to confirm whether this was a result of different 
terminology or whether the respondents really did not know 
about the subject, a further question was posed to check how 
well the respondents knew about CSR. This question was 
positioned after the questions on interpretation of CSR and 
the results were listed in Table 5. 
Percentage 
Very Much 7.4% 
Some 48.5% 
Very Little 35.3% 
None 8.8% 
Total 100»0% 
Table 5. Extent of CSR Knowledge 
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Over half of the respondents acknowledged that they had 
some to very much knowledge on the subject. 35.3% considered 
they had very little knowledge of the subject and only 8.8% 
declared that they knew nothing about the subject. It 
therefore appeared that majority of the 25% of the respondents 
who claimed they had never heard of CSR was due to differences 
in terminology rather than a lack of knowledge. 
CSR Awareness and Activities Undertaken 
Generally, the respondents have a strong sense of CSR. 
85.3% of them agreed that companies should play some social 
role apart from paying their fair share of profits as tax. 
4.4% disagreed with this notion and 10.3% of the respondents 
were not certain whether their companies should play a more 
active part in CSR. 
Table 6 analyzed CSR awareness and CSR activities 
currently undertaken by surveyed companies: 





Not Sure 10.3% 





Companies Donating Money Yes No Will 
to: Consider 
Education Institutions 41.9% 30.6% 27.4% 
Charitable Organizations 66.0% 15.4% 18• 5% 
Community Organizations 56.1% 21.2% 16-7% 
Companies Providing Free 
Service to: 
Education Institutions 37.5% 34.4% 28.1% 
Charitable Organizations 36.4% 36.4% 27.2% 
Community Organizations 33.3% 39.4% 27.2% 
Table 6. CSR Awareness and CSR Activities Currently 
Undertaken by Respondents 
As illustrated in Table 6, a good proportion of the 
companies are already donating money to education institutions 
(41.9%), charitable organisation (66%) and community 
organisations (56.1%). Comparatively, there are fewer 
companies that contributed free service to education 
institutions (37.5%), charitable organisations (36.4%) and 
community organisations (33%). For those companies that are 
not currently undertaking any CSR activities, it was 
encouraging to see that there was a willingness to consider 
monetary or service contribution. 
On another specific CSR activities, surveyed companies 
were asked whether they were already employing any physically 
disabled but mentally capable persons; others provided data as 
illustrated in Table 7. 
23 
Employment of Physically 








Table 7. Employment Attitude on Physically Handicapped 
Persons 
Out of the respondents, 29.4% has currently employed such 
employees and for those companies that did not have such 
employees under employment, 70.8% was willing to hire them if 
suitable candidates were found. This was considered an 
encouraging sign as it would appear that companies would not 
discriminate such candidates. 
Analysis under the Pyramid Model 
The data collected were regrouped into the four aspects 
of CSR, namely economic responsibility, legal responsibility, 
ethical responsibility and philanthropic responsibility. 
Table 8 illustrated the results for each aspect. 
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Economic Responsibility Questions Mean Value 
Profit is the only reason for the 2.7 
existence of a business. 
Companies should react to customers' 3.4 
demand to keep their share in the 
market place. 
Cost of social responsibility is too 2.1 
great and would reduce company 
profit. 
Legal Responsibility Questions 
Corporate Social Action Programmes 3.2 
help avoid Government Regulation 
Government should set up monitoring 2� 0 
unit to enforce Corporate Social 
Responsibility 
Ethical Responsibility Questions 
Companies have a social contract 3.2 
with society to pursue their 
economic missions within the 
framework of the law 
Philanthropic Responsibility 
Questions 
Customers no longer tolerate 2 • 6 
unconscionable behaviour by the 
corporate community. 
Social and charitable programmes 3.1 
create a favourable image for the 
company. 
Mean Value is calculated using a four point scale where 
1 = strongly disagree, 2 = disagree, 3 = agree, 
4 = strongly agree 
Table 8• Respondents‘ View of CSR 
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Data collected from economic responsibility indicated 
that the respondents disagreed to profit being the only reason 
for the existence of a business, and they also disagreed that 
the cost of social responsibility was too great and would 
reduce companies丨 profit. This was an encouraging response, 
since there would be less obstacles when companies do not 
consider CSR to affect their net profit. Companies also 
agreed that customers‘ demand was important to their market 
share. Hence, with sufficient changes in the pattern of 
customers‘ demand in relation to CSR, companies could be 
expected to have higher CSR awareness and incentive to 
implement related policy. 
There was a strong preference for companies to 
participate voluntarily rather than having government 
monitoring units set up to enforce CSR. Relating these 
observations to the original interpretation made by the 
respondents, it would appear that they mainly preferred 
voluntary actions on environmental protection efforts than 
letting government imposing legislation on this issue. 
However, the respondents regarded that their voluntary actions 
would not have prevented government from legislating 
regulations on CSR issues. 
Majority of Respondents agreed that companies should have 
a social contract with the society to perforin within the limit 
of the law. As most Hong Kong companies were law abiding and 
did not usually engage in illegal activities, this was an 
expected answer from the respondents. 
Respondents also perceived that within customers there 
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was a strong enough social consciousness that they would have 
to project a social conscious image in order to go with the 
tide. Here, apart from doing what is right, just and fair, 
companies considered that it was important to participate in 
social and charitable programmes to achieve such a purpose. 
Ethical Responsibility Questions Mean Value 
Obligation for the company to obey 2.8 
the law in cases where profits will 
be reduced. 
Providing an equal opportunity in 3.3 
hiring and promotion programme. 
Providing safe environment to the 3•6 
employees. 
Using advertisements even if they may 2.3 
be misleading. 
Promoting employees who are capable 3.5 
without considering sex or race. 
Mean Value is calculated using a four point scale where 
1 = not important at all, 2 = not important, 
3 = important, 4 = very important 
Table 9. Importance of CSR to Respondents 
Respondents answered several questions on corporate 
decisions by placing themselves in the decision role and the 
results were illustrated in Table 9. 
Responses in replied to ethical questions indicated 
that companies viewed its obligation to do what is right, just 
and fair as important to very important. From their response, 
it was considered important to provide an equal opportunity in 
hiring and promotion programme； providing safe environment to 
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the employees; and promoting employees without considering 
their sex or race. 
Contrasting to the low percentage of respondents 
interpreting equal opportunity issue as a CSR (36.8%), it 
appeared that they in fact viewed such equal opportunity issue 
as vital in making corporate policy decisions, but they 
perhaps did not perceive this as part of CSR. 
The question on whether managers would consider using 
advertisements even if they may be misleading created mixed 
reactions from the respondents. Some respondents added their 
remarks that such an action would have been illegal and would 
never consider this while some respondents were confused as to 
what we wanted to bring out. The overall results indicated 
that this was not an important consideration in making 
corporate decision. As this question might have not 
communicated the message clearly, the authors discounted the 
results of this question from the overall analysis. 
Perceived Customers Support on CSR 
As companies placed such importance in customers * demand 
and their preference, it would be interesting to find out 
whether companies thought they could obtain support from 
customers in CSR activities. The surveyed companies were 
asked to give their view on how much support they would get 
from their customers in several areas and the result is 
illustrated in Table 10. 
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It appeared the companies perceived they would receive 
very little support from customers in their efforts to be a 
more socially conscious company. This was a setback because a 
more positive outlook would probably encourage companies to 
take a stronger stance on CSR. 
Mean Value 
Reduce Packaging 2•3 
Participate in Charity 2.4 
Hire Physically Handicapped 2.4 
but Capable Persons 
Not Sending Christinas Cards 2.3 
Table 10. Perceived Customer Support on CSR Activities 
Comparison of Responses between TOP Management and 
Middle manaaement 
A comparison was made to test if the response of top 
management and middle management are significantly different 
towards CSR questions. The hypothesis was the response is 
independent of the management rank. The chi square "goodness 
of fit" test was chosen to test this hypothesis at 0.05 level 
of significance. The results were listed in Table 11. 
Seventeen questions were used in this analysis and in 
four questions, the chi square calculated was greater that the 
critical chi square value obtained from statistical table. 
The null hypothesis was accepted in the other thirteen 
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Economic Responsibility Chi Square 
Questions (Calculated) 
How much do you agree or 
disagree with the following 
statements? 
Profit is the only reason for 2.4 
the existence of business 
Companies should react to 2 .29 
customers‘ demand to keep 
their share in the market 
place. 
In your view, how much would 
your customers support your 
effort in improving CSR in 
the following areas: 
Reduced Packaging 5.41 
Not Send Christmas Card 27.76* 
Legal Responsibility 
Questions 
How much do you agree or 
disagree with the following 
statements? 
Corporate Social Action 2.68 
programmes help avoid 
Government Action 
Government should set up 1.99 
monitoring units to enforce 
Corporate Social 
Responsibility 
Obligation for the company to 2.47 
obey the law in cases where 
profits will be reduced. 
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Ethical Responsibility Chi Square 
Questions (Calculated) 
How much do you agree or 
disagree with the following 
statements? 
Companies have a social 8.19* 
contract with society to 
pursue their economic 
missions within the framework 
of the law. 
Cost of social responsibility 1.59 
is too great and would reduce 
company profit• 
As a manager of your company, 
how important are the 
following: 
Considering employees as an 0. 03 
asset of the company. 
Providing an equal 3•16 
opportunity in hiring and 
promotion programme. 
Providing safe environment 1.32 
for the employees. 
Promoting employees who are 3.85 
capable without considering 
sex or race. 
In your view, how much will 
your customers support your 
effort in improving corporate 
social responsibility in the 
following areas? 
Hire physically handicapped 1.54 
but capable persons 
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Philanthropic Responsibility Chi Square 
Questions (Calculated) 
How much do you agree or 
disagree with the following 
statements? 
Customers no longer tolerate 2.30 
unconscionable behaviour by 
the corporate community. 
Social and Charitable 12.13* 
programmes create a 
favourable image for the 
company. 
In your view, how much will 6.6* 
your customers support your 
effort in improving CSR by 
participating in charity 
* Significant at 0.05 level 
Table 11. Chi Square Analysis of Dependence of Response on 
Management Level 
questions； that the response to those questions were the same 
by both samples and they were independent of the management 
rank. 
For those questions whose responds were dependent on the 
management level, two of them were on philanthropic 
responsibility, one on economic responsibility and one on 
ethical responsibility. The mean value scored by the two 
management levels were listed in Table 12. 
The difference in response occurred at three different 
constituents of CSR indicated that the management level did 
not have a biased influence on one particular constituent. 
The largest difference in mean value between the two levels of 
management was on whether they perceived their customers would 
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Economic Responsibility Question Top Middle 
Management Management 
Mean Value Mean Value 
In your view, how much would your 2.55 1.96 
customers support your effort in 
improving CSR in not sending 
Christinas Card? 
Ethical Responsibility Question 
How much do you agree or disagree 3.37 3.27 
with that companies have a social 
contract with society to pursue 
their economic missions within 
the framework of the law. 
Philanthropic Responsibility 
Question 
How much do you agree or disagree 3.02 3.2 
with the notion that social and 
charitable programmes create a 
favourable image for the company. 
In your view, how much will your 2 .4 2 .4 
customers support your effort in 
improving CSR in participating in 
charity? 
Table 12. Mean Value on Response That Was Dependent on 
Management Level 
support the company in not sending Christinas Card. Top 
management thought they would receive strong support from 
their clients where middle management was less optimistic in 
their answers. 
Another question that received "influenced" answer was on 
whether social and charitable programmes created a favourable 
image for the company. The mean values scored by both 
management levels on this question were above 3 which 
indicated both sides agreed with this statement but middle 
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management recorded a higher mean value. 
The top and middle management had different responses to 
two of the four questions on perceived customer support on 
corporate social action. Incidentally, these two questions 
were both related to philanthropic responsibility. In Hong 
Kong, top level executives were "expected" to get involved in 
charitable work and this would offer the opportunity for these 
executives to exchange views with other top level executives 
on philanthropic matters in non business related environment. 
Therefore top management would have a better perception on 
their peers‘ view on philanthropic issues and thus answered 
these questions differently from the middle management. ‘ 
One possible explanation for finding that response to 
most of these questions related to corporate policy could be 
due to the fact that 72% of the respondents are Hong Kong 
based corporation and 67.2% of respondents employed less than 
200 people. Most of the respondents were not from large 
multinational corporations that employed thousands of people. 
The top management may well be just one layer above the middle 
management in the corporate hierarchy of most of the 
respondents. That means middle management would be working 
very closely with top management and hence they shared many 
similar thinking on policy issues. 
34 
Comparison of Ideals and Actions 
The majority of the respondents list environmental 
protection (91,2%), employment of physically handicapped but 
capable persons (80.9%) and donations to educational and 
charitable organisations (75%) as part of social 
responsibilities of corporation (see Table 3). There were a 
few questions in the questionnaire that asked the surveyed 
companies to state their degree of involvement in these issues 
and the results are worth discussing. 
Table 10 listed the perceived customer support on CSR 
activities by the respondents and the low mean value scored on 
these questions indicated that they did not expect their 
customers to offer strong support on reducing packaging or on 
saving paper by not sending Christmas card. Although these 
two questions were indirectly related to the environmental 
issues, the responses showed that most companies would not 
take initiatives in implementing CSR actions if they did not 
perceive they would receive support from their clients. 
Only 29.4% of the respondents were currently employing 
physically disabled persons but it was encouraging to find out 
that of those companies that were not currently employing such 
employees, 70.8% was willing to hire them if suitable 
candidates were found. Put together, 78.8% of respondents was 
either currently employing or was willing to hire physically 
disabled persons. 80.9% of the respondents listed this issue 
as CSR and it was encouraging to find a similar percentage of 
the respondents are doing their best to fulfil this particular 
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responsibility. 
Tables 6 outlined the percentage of the respondents that 
contributed to charity and non-profit organisation. The most 
popular monetary donation was to charitable organisation, 
where 66.0% of were making contribution. Education 
institutions received free service from 37.5% of respondents, 
the highest in this type of CSR. Some companies made both 
type of donations and there were certainly overlaps here. 
However, 75% of respondents rated this issue as part of CSR 
and the difference between actions and ideal here again 
showed that there what the companies were actually practising 
differ from the response to a hypothetical survey question. 
Most of the time, money donated to charity and non-profit 
organisation is tax deductible and is beneficial to the 
companies‘ bottom line. This would be one situation where 
economic and philanthropic responsibility could be combined; 
company can fulfil its philanthropic responsibility by making 
a monetary donation to charity and at the same time makes 
economic gains by reducing the amount of tax it has to pay. 
Therefore it was surprising to find out that even given the 
tax incentive, not all of the respondents were currently 
donating money. 
As stated in earlier discussion, the respondents 
perceived that within customers there was a strong enough 
social consciousness that they would have to project a social 
conscious image in order to go with the tide. Unfortunately, 
comparison of the answers to some of the questions showed that 
companies often do not practise what they preach. They may 
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not realise that good social image sometimes cannot be 
achieved by words alone. There are a lot of rooms for 
improvement among Hong Kong companies in implementing CSR 




After reviewing the responses on the questionnaire, it 
was found that there was a high general awareness from the 
companies regarding what is CSR. The more publicised areas of 
CSR such as environmental protection ranks top of the 
respondents answers to their knowledge of CSR. However, they 
are also aware that issues such as equal opportunity of 
employment, and participation in social organisations form the 
other part of CSR. It may be worthwhile to draw our attention 
that only 10.3% of the respondents consider CSR as being 
involved in political issues, which coincides with the low 
involvement of corporate influences in the political issues in 
Hong Kong. 
When comparing the responses on perceived customer 
support on CSR and view of management, the overall negative 
view on how customer would react to CSR actions suggested that 
the CSR issue is still not a very widely discussed topic among 
the Hong Kong business circle. However, due to the 
restriction of the questionnaire, it was not possible to find 
our whether there were other factors which led to companies 
perceiving this lack of customer support. By analyzing the 
results obtained, one could only conclude that the respondents 
are sure of their own position on this issue but probably have 
little ideas on what their peers thought about CSR. 
The response to several questions related to policy 
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issues were found to be dependent on level of management. 
However, the management level affected the response to three 
different types of CSR and did not have a strong influence 
over one particular constituent of the CSR pyramid. The 
overall response to most of the questions related to policy 
issues were found to be independent of management level. 
The survey also found that most respondents are currently 
not doing enough to support what they considered to be their 
companies‘ social responsibilities. In some instance, even 
economic incentives cannot induce some respondents to 
participate in philanthropic activities. 
It would be interesting to further explore the reasons 
why companies had such differences on their perception verse 
their action. However, as an initial study to survey the 
attitudes of CSR of Hong Kong companies, this aspect did not 
fall into the scope of this project. 
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APPENDIX QUESTIONNAIRE 
CORPORATE SOCIAL RESPONSIBILITY： AWARENESS AND PERCEPTION 
OP HONG KONG COMPANIES 
SECTION ONE (Please tick where it is appropriate) 
1. Have you heard of corporate social responsibility? 
Yes No 
2. In your view, corporate social responsibility includes: 
(Please tick items which are applicable, more than one 
item can be chosen) 
Donations to educational and charitable 
organisations 
Sex or racial discrimination 
Employment of physically handicapped but 
capable persons 
Environmental protection 
Maintaining a moral standard 
Involving in political issues 
Improving the welfare of workers 
Behaving ethically 
Addressing social problems 
Others (please specify) 
3 • How much do you know of corporate social responsibility 
Very much 
Some _____. 
Very little Z Z I I I 
None 
4. Has your company currently involved in any activities 
relating to corporate social responsibility? 
Yes No 
5. How did corporate social responsibility first come to 
your attention? 
Newspaper 
Magazines and books 
Friends and relatives 
Lectures and exhibitions 
TV advertisements 
Others (please specify) 
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7. Apart from paying fair share of profits as tax, do you 
think that companies should play some social role? * 
Yes No ZZIZ 
Not sure _____ 
8. How much do you agree or disagree with the following 
statements? 
(Please circle the appropriate number below) 
(1 = Strongly disagree, 2 = Disagree, 3 = Agree, 
4 = Strongly agree) 
(a) Profit is the only reason for the 1 2 3 4 
existence of a business. 
(b) Companies should react to 1 2 3 4 
customers * demand to keep their 
share in the market place. 
(c) Companies have a social contract 1 2 3 4 
with society to pursue their 
economic missions within the 
framework of the law. 
(d) Corporate social action 1 2 3 4 
programmes help avoid government 
regulations. 
(e) Customers no longer tolerate 1 2 3 4 
unconscionable behaviour by the 
corporate community. 
(f) Social and charitable programmes 1 2 3 4 
create a favourable image for the 
company. 
(g) Cost of social responsibility is 1 2 3 4 
too great and would reduce 
company prof it• 
(h) Government should set up 1 2 3 4 
monitoring units to enforce 
corporate social responsibility. 
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9 . Does your company donate money to: 
Will 
Yes No consider 
(a) Education Institutions 
(b) Charitable Organisations 
(C) Community Organisations 
10• Does your company provide free service to: 
Will 
Yes No consider 
(a) Education Institutions 
(b) Charitable Organisations 
(C) Community Organisations 
1 1 . Has your company employed any physically disabled but mentally 
capable person? 
Yes No 
12. If your answer to 11 is no, do you think the company should? 
Yes No 
SECTION THREE 
13. As a manager of your company, how important are the following: 
(Plese circle the appropriate number) 
(1 = Not important at all, 2 = Not important, 3 = Important, 
4 = Very important) 
(a) Considering employees as an asset of 
the company. 1 2 3 4 
(b) Obligation for the company to 
obey the law in cases where 1 2 3 4 
profits will be reduced. 
(c) Providing an equal opportunity in 
hiring and promotion programme. 1 2 3 4 
(d) Providing safe environment to the 
employees. 1 2 3 4 
(e) Using advertisements even if they 
may be misleading. 1 2 3 4 
(f) Promoting employees who are 
capable without considering sex 1 2 3 4 
or race. ^^ 
14. In your view, how much will your customers support your ef f or' 
in improving corporate social responsibility in the following 
areas? 
(Please circle the appropriate number) 
(1 = No support, 2 = Very little support, 3 = Some support, 
4 = Strong support) 
(a) Reduce packaging 1 2 3 4 
(b) Participate in charity 1 2 3 4 
(c) Hire physically handicapped 
but capable persons 1 2 3 4 
(d) Not sending Christmas Cards 1 2 3 4 
15. Would your company voluntarily remove products from the itiarke 
when defects or health hazards are suspected? 
Yes No Not applicable 
16. As a marketing manager, would you approve a policy to provide 
gifts to customers‘ purchasing managers personally in order t 
increase your sales orders? 
Yes No 
SECTION FOUR 










Food & Beverage 
Building & Construction 
Engineering 





19. Nationality of your company 
Hong Kong 
EEC ^ Z Z 
Japan 
U.S.A. I Z Z Z 
People‘s Republic of China 
Taiwan 
Others (Please specify) 
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